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Abstract 
The world is in a continuous changing, products change, people change but what matters is what makes us click? Many tried 
to answer this question, but there are a lot of factors that determine and have a real influence over the consumer behavior. 
This paper aims to analyze the influence perceived by consumers, whenever they bought or intent to buy a smartphone. It 
has been developed a marketing research regarding decision factors in choosing smartphones, how smartphone brands can 
influence the Romanian consumer behavior. It was designed an online survey hosted by esurveyspro, an online platform, the 
sample registered 110 respondents in two weeks (5th – 19th August 2014). Also, by this case study about decision process in 
buying smartphones, we wanted to see after a thoroughly research and a serial of statistics tests, which factors influence best 
the Romanian consumer: is it the brand or the only thing that matters is what the device can do. The research is relevant for 
marketers because a smartphone can be a true “weapon” when it comes for mobile advertising, online, ecommerce, SMS 
Marketing and also it can be useful for the application developers and the service providers in knowing what lies behind 
such a buying decision to serve consumer better.  
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1. Introduction  
Culture can be an important factor even as Tylor defines it as "that complex whole which includes knowledge, belief, art, 
morals, law, custom and any other capabilities and habits acquired by individuals of a society" (Tylor, 1871 ). 
According to Hofstede, culture is "the collective programming of the mind which distinguishes the members of one 
human group from another" (Hofstede, 1991). Culture is one of the factors that influence the selling impact of a company. 
Thus, online buying behavior is influenced by many factors, which have been classified into two categories: observable 
influences and deducted influences (Cătoiu & Teodorescu, 2004). 
An important role, in a certain consumer behavior it is partially reflected by preferences, dislikes, beliefs, attitudes and 
values, but their position in the society, education and entourage have also an important role. Also, it must be taken into 
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account cognitive, affective and conative dimensions but in the same time, the psychographic characteristics have a great 
importance, because they emphasize important and defining elements for the consumer behavior. 
2. Mobile market. A new perspective in mobile advertising 
Currently, the Internet boom is spectacular and it have a huge influence on consumer behavior as one of the most 
consistent sources of information, search engines search being real filters regarding the interests of users, thereby, by using 
technology creates a behavior education trend. 
Ernst & Young conducted a survey of purchasing experience in the era of digital consumer, after which perceptions were 
analyzed regarding shopping experience on a sample of 310 Romanian consumers, aged between 20 and 35 years based on a 
questionnaire with 29 questions, launched on 31 March until 5th May, 2014. (Report - Consumers on board, 2014) 
Thus, each market is distinct and unique in its way, which is why the approach is different and is applying customized 
strategies to get closer to the consumer. IT & C will penetrate increasingly more and more in life every day’s Romanian 
consumer at all levels, offering a wider range of applications and services that Internet users will embrace stronger, because 
technology is present at work, in our personal lives; it creates moments of entertainment, and has a powerful impact on 
social life and communication. 
In the conclusions section, offered by the E & Y study, they estimate from the results that "Romania 4 in 10 customers 
are already digital consumer, compared to 6 of 10 globally, in Romania of 10 digital consumer, only 6 just inform online but 
chose to buy from store, 3 of 10 buy online after they informed including from stores and one is digital hypertasker, that 
means is mainly interested in technical features and social attitudes and ethics of the producing company of goods / services 
they intend to purchase". (Report - Consumers on board, 2014) 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 1 Influence of brand loyalty regarding the buying decision – Romania vs. Global – regarding all analyzed products 
and services (Mobile providers/Internet providers, banking loans, assurance, medical services, public services, automotive, 
clothes, food products, electronics and electronic household)  
Source: EY Studies ”Consumers on board”, 2012-2014 
 
Behind a certain behavior, lies a series of influence factors, captures all the motivational factors that influence a 
particular behavior. The more intention to engage in a certain behavior is higher, the more likely to perform that behavior 
(Ajzen, 1991, p. 181). 
Attitude towards a particular behavior is the assessment favorable or unfavorable to that behavior (Ajzen, 1991, p. 188). 
According to Schiffman & Kanuk in 1994, they were agreeing that cultural values are often seen as important factors in 
shaping individuals view and perspectives about the world. It is shared by all members of a social group and shape one’s 
attitudes and behavior. (Samarasinghe, 2012) 
According to the same study noted in Figure 1, were recorded 1.2 million Romanian who shop online, accounting for 7% 
of the population aged 18 years also, 70% of respondents - are consumers aged between 20 and 35 years and prefer to buy 
products and services, 77% buy from stores. 
As we noted above, according to EY were identified global two-thirds of Romanian consumers are digital consumers 
who use online purchasing process, in Romania percentage is now only 41%, but as generation Y (Milenials, 1982-2001), 
according to CapGemini Evolution, Revolution or Generation? Report in 2011, ”considers learning to be a constant process 
rather than something that starts and ends in a classroom” (Evolution, Revolution or Generation? How generational profiles 
can be applied in organizational development, engagement and leadership, 2011), access higher income levels, this type of 
consumer will "take over" and the market and digital hypertaskers, considered to be the future buyers, are the most 
sophisticated and demanding digital buyers. 
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Figure 2  Global Versus Romania -  for all the analyzed products and services mentioned above 
Source: EY Studies ”Consumers on board”, 2012-2014 
 
In the figure 3, according to the same study, the population of Romania is 59% traditional consumer, and less than half, 
41% of digital consumers. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 3 Digital consumers in Romania 
Source: EY Studies ”Consumers on board”, 2012-2014 
 
Consumers that just search for information, named digital informers, can be described as those individuals who have 
become more cautious, more connected and wavering, which verifies information on product features from multiple sources 
before making the decision to purchase and considers the price a dominant variable. 
Digital buyers are those individuals who have buying omnichannel experience, those who buy are up to 60% in the online 
purchase decision, correlate information found through multiple communication channels and are compared with that found 
online. 
Digital hyperstakers are those individuals that focus on the difference for after-purchase, they are involved, knowledgeable, 
and very fastidious, and information requested by those, is a real challenge for companies. 
3. Research methodology 
The empirical research presented as a case study, registered a sample of 110 respondents and the sampling technique used, 
and is by invitation online submitted sampling transmitted form the platform host eSurveysPro. The research was conducted 
during the period 05 – 19 August 2014, during which respondents completed the online form on the esurveyspro, the host 
platform. Respondents are mostly students, aged between 18-30 years. 
 
Defining the decision problem 
Most of the mobile phones nowadays are addressed as ‘smartphone’, as they offer more advanced computing power and 
connectivity than a contemporary mobile phone. (Osman et. al, 2011) 
The most important variable followed in the decision making process, are identifying stimulus and determining the 
possible decision alternatives, its reaction to stimulus and the importance of research results in the implementation of 
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various actions that can be taken by companies, in terms of decision making process. 
 
Research purpose 
The research purpose is defined by the decision problem. The research presented in this case study, aims the 
Romanian consumer's behavior regarding the decision process when buying smartphones.  
The research will focus, in fact, to a better understanding of the issue of buying smartphones, the selection criteria of 
a telephone, demographic aspects that can influence the purchase decision and other key factors. 
 
Research objectives 
Based on the defined research purpose, were established research objectives for choosing the proper decision for 
each dimension of the investigated problem. (Cătoiu, 2002) 
This research had the following objectives: to identify respondents who own a smartphone, the brand that they have it, the 
reasons that lead respondents to make a purchasing decision, the criteria underlying the purchase of a smartphone, to 
determine information sources respondents on devices, online buying habits on the environment by purchasing a 
smartphone, establishing the brand awareness in the commercials, the price they are willing to pay to purchase a smartphone 
and the degree of influence which they are willing to pay in the purchasing decision, brand loyalty, identifying the purchase 
frequency for smartphone and demographic variables (age, income, gender, socio-professional status, educational level). 
Hypotheses were formulated according to research objectives, the number of hypotheses being equal to the number of 
research objectives. 
Collecting information was based on using the online survey.  
The general collectivity consists in respondents form Bucharest, who own a smartphone.  
The observation unit or the investigation unit of the present research was the population of Bucharest.  
The survey unit - the unit from the information was collected, is represented mainly by students.  
Sampling method was nonprobabilistic snowball method and the online invitations sampling method. Initially there was a 
database of student representatives who were asked by email invitation sent through the esurveyspro platform; the invitation 
contained an active link and they had to post the questionnaire link on Facebook. The research methodology followed the 
methodological phases: preliminary, design and implementation of research. 
 
Questionnaire Design 
When designing the questionnaire were pursued objectives research and based on them, questions were formulated. In 
designing the questions were considered questions type (closed, open, multiple answer), the measurement scales (Likert 
scale, semantic scale), ordering them by making page logic (logic jumps through questions), design and layout of 
questionnaire, codes regarding questions and variables in the questionnaire. 
4. Results 
Below are the research results. We performed univariate analysis and bivariate analysis.  
Univariate analysis 
For the question regarding brand awareness assisted, respondents recognized the Apple brand in proportion of 13.39%, 
the highest percentage recorded with 13.11% followed by Samsung, Nokia - 12.83, Blackberry - 12.69%, HTC - 12 55%, 
LG and Motorola being in the same position 11, 72%, and last Sony Ericsson - 11.58%.  
For the question Which of the Following Brands Below are you using? - respondents declared they own Nokia - 25.20%, 
Samsung - 21.26%, Apple - 17.32, HTC - 11.02%, LG, Motorola and Blackberry registered the same percentage of 7.09% 
and Sony Ericsson registered a modest rate of 1.57%. 
   
 
 
 
 
 
 
 
 
Figure 4 Smartphone brands owned by the respondents 
Source: Statistical report generated on the platform esurveyspro 
 
 
Q_6 Which of the folowing brands below you own?
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For Q8, the determining factor of purchasing a new phone is advanced technology (46.3%), followed by design 
(33.12%). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 5 Influence factors in buying a new mobile 
Source: Statistical report generated on the platform esurveyspro 
 
 
If we refer to the question regarding the frequency of changing smartphone, the majority of respondents chose to 2 years 
(51.89%), and once a year only 36.79%.  
After the collecting information process from respondents, the vast majority of people said that in their family, they are 
the  decision making individual regarding the purchase of mobile phones (73.64), while the spouse showed a modest rate of 
8.53% and parents (mother and father) in equal percentages of 8.53%. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 6 Buying places chose by the respondents 
Source: Statistical report generated on the platform esurveyspro 
 
 
Below, as we can see, time battery (38%), OS – operating system (36%) and Business functions and Apps (25%), 
Camera performance (24%) registered a strongly agree and the price remains the most important item in a buying decision 
(67% - Agree).  
 
 
 
Q_8  - Which of the folowing reason is very determinant factor for changing the mobile? 
Advanced technology 
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Friends,  4% 
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Online shops, 32% 
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Figure 7 Likert scale regarding respondents preferences 
 
Bivariate analysis  
There were a series of correlations generated by esurveyspro platform. Below are three of the most relevant for the 
present research. 
 
Table 1 Cross Tab for Design and Age 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
From all the respondents, 59.38% are in total agreement with the statement Mobile phones design must be attractive 
design. They are aged between 18-24 years. 
 
 
 
 
 
 
 
 
 
 
 
 
Cross Tabulation Frequency / 
Percentage  AGE (years) 
DESIGN 
  < 18  18-24  25-30  31-40  41-55  > 55  Row Totals 
Strongly 
Disagree 
0  2  1  0  1  0  4  
0.00% 50.00% 25.00% 0.00% 25.00% 0.00% 3.81%  
Disagree 
0  1  0  1  0  1  3  
0.00% 33.33% 0.00% 33.33% 0.00% 33.33% 2.86%  
Undecided 
 
0  2  1  1  0  0  4  
0.00% 50.00% 25.00% 25.00% 0.00% 0.00% 3.81%  
Agree 
0  21  31  8  2  0  62  
0.00% 33.87% 50.00% 12.90% 3.23% 0.00% 59.05%  
Strongly agree
1  19  9  2  1  0  32  
3.13% 59.38% 28.13% 6.25% 3.13% 0.00% 30.48%  
  Column Totals
1  45  42  12  4  1  105  
0.95% 42.86% 40.00% 11.43% 3.81% 0.95% 100% 
Q_16 How much do you agree with the sentences, when you want to buy a smartphone? Choose below. 
Strongly agree Strongly disagree Agree Undecided Disagree 
Attractive 
design
Brand 
promotions 
Camera 
performance 
OS Other 
products of 
the same 
Time 
battery 
Good price Business 
functions and 
Apps 
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Table 2 Cross Tab for Price and Age 
 
Cross Tabulation Frequency / 
Percentage  AGE 
The price is very good  
  < 18 ani  18-24 ani  25-30 ani  31-40 ani  41-55 ani  > 55 ani  Row Totals 
Strongly Disagree 
0  1  0  0  0  0  1  
0.00%  100.00%  0.00%  0.00%  0.00%  0.00%  0.95%  
Disagree 
0  0  0  1  0  0  1  
0.00%  0.00%  0.00%  100.00%  0.00%  0.00%  0.95%  
Undecided 
 
0  6  7  1  0  0  14  
0.00%  42.86%  50.00%  7.14%  0.00%  0.00%  13.33%  
Agree 
1  25  31  9  4  1  71  
1.41%  35.21%  43.66%  12.68%  5.63%  1.41%  67.62%  
Strongly agree 
0  13  4  1  0  0  18  
0.00%  72.22%  22.22%  5.56%  0.00%  0.00%  17.14%  
  Column Totals 
1  45  42  12  4  1  105  
0.95%  42.86%  40.00%  11.43%  3.81%  0.95%  100% 
Source: Cross-Tab report generated on the platform esurveyspro 
 
The table above, (Table 2) shows that respondents fully agree with the statement The price is very good, 72.22% of 
respondents aged 18-24 years, 25-30 years category are undecided.  
In the cross-tab between age and the claim I choose a smartphone for business Characteristics and apps. 50 % of 
respondents aged 18-24 years, are in total agreement, 40.91% of respondents in the age range 25-30 years agree, 54.55% of 
respondents aged between 25-30 years are undecided. 
 
Table 3 Cross Tab for business characteristics and apps and Age 
 
Cross Tabulation 
Frequency / Percentage AGE 
I choose a smartphone for business 
characteristics and apps. 
  < 18 ani  18-24 ani  25-30 ani  31-40 ani  41-55 ani  > 55 ani  Row Totals 
Strongly Disagree 
0  1  0  0  0  0  1  
0.00%  100.00%  0.00%  0.00%  0.00%  0.00%  0.95%  
Disagree 
0  0  0  1  0  0  1  
0.00%  0.00%  0.00%  100.00%  0.00%  0.00%  0.95%  
Undecided 
0  5  6  0  0  0  11  
0.00%  45.45%  54.55%  0.00%  0.00%  0.00%  10.48%  
Agree 
1  26  27  8  3  1  66  
1.52%  39.39%  40.91%  12.12%  4.55%  1.52%  62.86%  
Strongly agree 
0  13  9  3  1  0  26  
0.00%  50.00%  34.62%  11.54%  3.85%  0.00%  24.76%  
  Column Totals 
1  45  42  12  4  1  105  
0.95%  42.86%  40.00%  11.43%  3.81%  0.95%  100% 
Source: Cross-Tab report generated on the platform esurveyspro 
 
Testing Hypothesis 
 
We analyzed using simple linear regression, the dependence degree between the variables tracked in the research 
methodology. The following tables will present the main hypotheses tested by calculating the Fisher–Snedecor statistic test 
(F Test), significance level (Į), the value of determination coefficient (R2), the value of standard regression coefficients (ȕ) 
and the calculated value of the Student test (t Test). 
 
Test of Hypothesis 1(H1): Most respondents appreciate in a good way the digital environment as a very good one for 
buying smartphones; 
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Table 4 Test of Hypothesis 1(H1) 
 
Hypothesis ANOVA Method Model summary Statistics coefficients Result F Į R2 ȕ t 
H1: Considerations regarding the online 
environment 38,162 0.000 0,98 0,176 5,571 H1 accepted 
 
The first hypothesis is based on the assumption that the majority of respondents consider the online environment of being 
favorable. Hypothesis is accepted, the result from the regression analysis is a positive value of F (38,162) at a significance 
level of Į <0.001. R2 coefficient indicates an influence of 98% of the level of favorable environmental assessments 
regarding the online environment. 
Test of Hypothesis 2 (H2): Most respondents consider price as having a significant influence when purchasing a 
smartphone; 
 
Table 5 Test of Hypothesis  
 
Hypothesis ANOVA Method Model summary Statistics coefficients Result 
F Į R2 ȕ t 
H2: Price significant influence  when purchasing a 
smartphone 124,105 0,000 0,86 0,310 9,540 H2 accepted 
 
If this case, we assume that the hypothesis, regarding the significant influence of the price on the purchase decision making 
process. Hypothesis is accepted, regression analysis indicating a high value of F (124,105) at a significance level of Į 
<0.001. R2 coefficient indicates a significant influence of 86% of the impact price when buying a smartphone.  
5. Conclusions 
Interestingly, the aspect that respondents are very familiar with the Apple in terms of brand awareness with a dominant 
share results unlike the question of brand that respondents uses to which the winner was Nokia, followed by Samsung, this 
Apple being No. 3. It’s necessary for consumer hearts and minds to be won by the organization if being profitable is the 
main objective, because if brand loyalty is diluted, services and products can be distinguished only by price and price-based 
competition it does not have to many winners, because websites give consumers all the information they need comparative 
purchasing decision process. 
Therefore, brands need to focus on winning the hearts consumers to keep them closer and to gain their loyalty. It is 
important that brands provide positive experiences for being considerate successful brands. ”We should think of owning a 
word or a phrase that helps to build customer retention and loyalty; look at how we buy the Mercedes because it's the best 
engineered car; we buy a BMW because it's the best driving performance; we buy the Volvo because it's the safest 
automobile; a lot of these companies lose that edge too, but they don't lose the impression." (Phillip Kotler, 
http://edition.cnn.com/2005/BUSINESS/06/29/guru.kotler/, accessed on 05.09.2014) 
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